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To understand the concept of traditionality a literature review was conducted in
management sciences, humanities and social sciences. By the method of Grounded
Theory we propose the structuring of the concept of perceived traditionality of a
food product. This concept consists of four dimensions: processual, identity,
dynamic and experiential. On the theoretical level, these findings allow to specify
what is perceived by consumers as traditional. From a managerial point of view,
knowing the perception of the traditionality of a food product could help this type
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